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Abstract: In recent years, the increasingly complex economic environment has led to a clear trend of consumption
downgrading, profoundly affecting the retail market landscape. The factors causing consumption downgrading are diverse,
including slower economic growth, increased income uncertainty, and rising living costs. Consumers now prioritize cost-
effectiveness and practicality in their purchasing decisions. Therefore, the retail market must keep pace with societal trends and
actively adjust strategies to meet changing consumer needs. This analysis is from the perspective of product strategy, where
retailers clearly measure the balance between practicality and cost-effectiveness, targeting product line optimization to ensure
that products meet market development needs. Additionally, enhancing service quality will be a focus of future efforts, including
improving pre-sale, in-sale, and after-sale services, raising staff service awareness and overall quality, and providing the best
shopping experience for consumers. Moreover, effective brand marketing is crucial, using various means to enhance brand image
and visibility, helping the retail market adapt better to changes and achieve sustainable development.
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. market demands, providing new opportunities for retail
1. Introduction innovation and development.

With ongoing global economic changes, the trend of 2 2 Shift in Consumer Attitudes
consumption downgrading has become increasingly evident N

in recent years, bringing new opportunities and challenges to Dueto ongoing social gnd (I:ultural changes_and a profound
the retail market. Consumption downgrading refers to  Shift in young generations’ consumer attitudes towards
consumers being more cautious and leaning towards products rational and sustainable consumption, consumers are

with higher cost-effectiveness and practicality in response to ~ reevaluating their material pursuits, reflecting a deeper
economic pressure and income uncertainty. This trend has unde_rstandmg of life qual_lty and e_nwronmental responsibility.
significantly impacted the retail market, where traditional ~ Previously, brands and high quality were often the focus of
high-priced, high-profit products may no longer appeal to consumers willing to pay a higher price. Today, more
consumers, intensifying competition in the mid to low-end consumers realize that over-pursuing brands and_hlgh quality
markets. Additionally, consumer purchasing behavior has ~ Often leads to unnecessary waste and excessive resource
become more complex and diversified, demanding greater ~ consumption. Therefore, they are becoming more prudent in
market insight and marketing strategy from retailers [1-4]. balancing price and quality, seeking practicality and cost-
Thus, the retail market must follow industry trends, adjust effectiveness. This shift in consumer attitudes is not abrupt
product strategies, enhance service quality, expand sales but reflects the younger generation's reevaluation of life
channels, and meet consumer demands to stabilize growth values. They no longer blindly follow trends but focus more

amid intense industry competition. on their real needs and long-term interests. The emergence of
consumption downgrading is not merely an economic

2. Reasons behind the Consumption phenomenon but an inevitable result of social-cultural
Downgrading Trend changes and shifts in consumer attitudes. It reminds us that
while pursuing economic development, we should also pay

2.1. Slowing Income Growth attention to consumers' real needs and sustainable social

. . development.
The global economic slowdown in recent years has also P

slowed wage growth, with some industries and regions even 2.3. Rising Living Costs
experiencing negative growth. This slowdown has profoundly
influenced consumer purchasing behavior. During prosperous
economic periods, people tended to have higher consumption
power and willingness to pay for high-quality, high-priced
goods and services. However, as economic growth slowed,
income expectations became uncertain, even facing
downward pressures, making consumers more cautious and
rational in purchasing goods and services. This shift in
consumption philosophy has had a profound impact on the
retail market landscape. On one hand, it has intensified
market competition, requiring retailers to focus more on cost
control and service quality to attract and retain consumers. On
the other hand, it has spurred emerging consumer trends and

As the economy continues to develop, living costs, such as
housing, education, and healthcare, have shown significant
increases, severely testing the consumption power of ordinary
families, as detailed in Table 1. For example, in many cities,
housing prices have far exceeded the affordability of ordinary
families, forcing many to bear heavy mortgage pressures,
restricting their ability to meet other consumption needs [5-
7]. The rising costs of education are also significant, with
parents willing to invest more in their children's future but
facing escalating expenses due to rising tuition, textbook fees,
and various extracurricular tutoring costs. The growth in
medical expenses also brings substantial economic pressure
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to families, with advances in medical technology and the
trend of an aging population causing continuous increases in
medical costs, placing a burden on families facing unexpected
medical expenses. In this context, consumers must compress
other expenditures when facing essential costs like housing,
education, and healthcare. When these expenditures take up a
large part of family spending, consumers' ability to spend in
other areas naturally declines.

Table 1. Comparison table of consumer behavior affected by rising

cost of living
Project Condmgn After the rise Influence
before rise
Housing Housing prices
R are rising Cor}sumers are
price: rapidly, and cutting back on
relatively -
House mortgage other spending
- stable and LA
price mortgage payments have and prioritizing
; become a major mortgage
pressure is
expense for payments
small o
families
Households are
Costof | Tuition and Tuition fees, spending more
educati books are tutoring fees on education and
on reasonable continue to rise less on other
consumption
Medical Constmers are
expenses are Health care paying
. . attention to
Medical moderate costs are rising, .
- - preventive
expense and basic especially for dici q
S medical care high-end MEdicine an
: : reducing non-
1S Services essential medical
guaranteed

expenses

3. Potential Impact of Consumption
Downgrading on the Retail Market
Landscape

3.1. Market Repositioning

The emergence of consumption downgrading means that
consumers are shifting from purely pursuing brands or high-
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end positioning to focusing more on practicality and cost-
effectiveness. This shift reflects consumers' rational choices
in the face of rising living costs and reveals the new
challenges and opportunities the retail market will face. To
adapt to this change, retailers must reevaluate and adjust their
product lines. Strategies that previously relied solely on high-
end products or brand premiums can no longer meet the
practical needs of the majority of consumers. Retailers need
to pay more attention to the mid to low-end market,
introducing products with higher cost-effectiveness that meet
consumer needs. Meanwhile, the market structure will also
undergo corresponding adjustments. Competition in the mid
to low-end market will become more intense, requiring
retailers to engage in more refined operations and
differentiated competition. The high-end market may face
certain pressures and needs to find new growth points or
transformation paths, timely adjusting strategies to cope with
future market competition.

3.2. Intensified Price Competition

Under the trend of consumption downgrading, the
importance of price factors in consumers' choices of goods
and services has become increasingly prominent. This has led
to intensified price competition among retailers, with price
wars seemingly becoming a norm. However, such price wars
not only challenge the profitability of retailers but can also
lead to a series of market issues. For example, an electronics
retailer, in an attempt to capture market share, has continually
lowered product prices, even selling below cost. While this
strategy attracts a large number of consumers in the short term,
it leads to severe profit declines and potential losses in the
long run. Additionally, to cut costs, this retailer has
compromised on product quality and after-sales service,
leading to continuous consumer complaints and damaged
brand image (Figure 1). This case warns us that price wars are
not a sustainable strategy. Under the trend of consumption
downgrading, retailers should focus more on improving
product cost-effectiveness and service quality to win
consumer trust and loyalty, securing a competitive edge in the
fierce market competition [8-10].
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Figure 1. The impact of the price war



3.3. Changes in Consumer Behavior

Under the trend of consumption downgrading, consumer
buying behavior is subtly changing. Consumers no longer
chase the halo of brands or the labels of fashion but are
focusing more on the practicality of products. This reflects
their rational choices when facing economic pressures and
also illustrates their shift in pursuit of life quality. These
changes bring new challenges and opportunities for retailers.
To meet new market demands, retailers must deeply
understand the real needs of consumers, find entry points
from their daily lives, and perform more accurate market
segmentation. For example, for consumers who focus on cost-
effectiveness, a series of products with high cost-performance
ratios can be launched. Through customized products and
services, retailers can better meet market demands and
increase market share. Customization implies product
differentiation and represents a deep understanding and
fulfillment of individual consumer needs. This strategy helps
enhance consumer satisfaction and loyalty, bringing higher
profits and stronger market competitiveness to retailers.

4. Retail Market Strategies for

Responding to Consumption
Downgrading Trends

4.1. Adjusting Product Strategy

Amid the increasingly apparent trend of consumption
downgrading, retailers need to flexibly adjust their product
strategies to better meet the actual needs of consumers.
Currently, as consumers focus more on cost-effectiveness
when purchasing goods, retailers must deeply understand
their actual needs and introduce products that meet market
demands and offer high value for money. To attract consumers
who emphasize cost-effectiveness, retailers should focus on
the practicality, functionality, and durability of products.
These characteristics are often important factors in consumer
purchasing decisions. By offering products that are fully
functional, reliable, and reasonably priced, retailers can win
the trust and favor of consumers. Additionally, strengthening
cooperation with suppliers is key to enhancing product
competitiveness. By  establishing  long-term  stable
relationships with suppliers, retailers can obtain more
favorable purchasing prices, thereby reducing costs.
Optimizing supply chain management and improving
logistics efficiency also help retailers better respond to
changes in market demands and enhance product

1 Define brand marketing objectives

competitiveness.

4.2. Enhancing Service Quality

Under the influence of the consumption downgrading trend,
consumers have increasingly strict requirements for the
shopping experience. Providing high-quality pre-sale, in-sale,
and after-sale services is crucial for retailers. This not only
enhances the shopping experience but also increases their
loyalty, laying a solid foundation for the company's long-term
development. To achieve this goal, retailers need to
strengthen staff training to improve employees' service
awareness and professional skills. Employees act as a bridge
between the company and consumers, and their service
attitude and professionalism directly affect the shopping
experience. Through training, employees can better
understand consumer needs and provide more accurate and
professional services, thereby meeting the diverse needs of
consumers. Additionally, establishing a comprehensive
membership system and points system is an effective way to
enhance the shopping experience. By offering exclusive
discounts and rewards to members, retailers can attract repeat
purchases and increase customer stickiness, turning them into
loyal supporters of the business.

4.3. Strengthening Brand Marketing

Under the consumption downgrading trend, it is necessary
to strengthen brand marketing and promotion. By
comprehensively using advertising, public relations, content
marketing, and other means, retailers can effectively enhance
their brand image and visibility. Advertising is an important
part of brand marketing. Through well-planned advertising
campaigns, retailers can quickly attract the attention of a large
number of consumers. Public relations activities focus on
long-term benefits, shaping a good brand image and
reputation through media relationship maintenance and crisis
management. Content marketing is a gentler and more
enduring marketing method that attracts and retains
consumers by providing valuable content. With the rise of
new media, platforms such as social media and short videos
have become new battlegrounds for brand marketing. By
using these platforms, retailers can interact more directly with
consumers, convey brand values and philosophies, and
enhance consumer identification with and loyalty to the brand.
Additionally,  organizing  promotional events and
sponsorships is an effective way to increase brand exposure
and influence. Promotional events can attract consumer
attention and stimulate their desire to buy, thus standing out
in fierce market competition, as shown in Figure 2.

Z Develop a marketing strategy
A

Figure 2. The basic process of strengthening brand marketing and publicity
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4.4. Innovating Business Models

To cope with increasingly fierce market competition and
diversified consumer demands, retailers need to continuously
explore new retail models, such as unmanned stores and
intelligent cabinets, to reduce operational costs and improve
efficiency. New retail models like unmanned stores and
intelligent cabinets reduce labor costs and optimize the
shopping process through automation and intelligent
technologies, providing consumers with a more convenient
and efficient shopping experience. These new models also
reduce inventory risks and improve operational efficiency,
bringing greater profit margins to retailers. Additionally,
using big data, artificial intelligence, and other technological
means to perform precise analysis of consumer behavior is
key to achieving personalized recommendations and precise
marketing. By deeply mining and analyzing data such as
consumers' shopping records and browsing behavior, retailers
can more accurately understand consumer needs and
preferences, thereby providing more targeted products and
services, enhancing consumers' purchasing intentions and
loyalty. Finally, collaborating with other industries to conduct
cross-marketing is an effective way to expand new markets
and customer groups, further enhancing one's market
competitiveness [11-12].

5. Conclusion

In summary, affected by the trend of consumption down
grading, the retail market has faced significant impacts,
requiring enhancements in every aspect from product
strategies to service models to adapt to new market demands
and consumer psychology. This demands higher market
insight from retailers, requiring them to possess flexible and
versatile operating strategies. However, opportunities and
challenges coexist. In response to the impact of consumer
economic trends, the retail market can adopt various methods
to seek growth points, prepare adequately in advance, and
develop products that meet consumer expectations. At the
same time, improving service quality to provide a better
consumer experience, appropriately expanding sales channels,
and conducting effective brand marketing work can gradually
enhance the brand's influence and reputation. As the economy
recovers and consumer confidence increases, the market
landscape will inevitably undergo new changes. While
retailers face current challenges, they also need to maintain
sharp market insight and a forward-looking strategic vision to
seize the initiative in future market competitions.
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